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Service design refers to making the use of services easy and desirable. A service is 
created over time and is consisted of touchpoints. This dissertation studies “Tsitsanis 
museum” from the angle of service design and user experience. The whole service was 
analyzed and new design solutions are suggested. Previous research has been advised 
about the role of service design in museums in order to improve the experience not 
only inside the museum but also before and after the visit. 
       The methodology that has been followed in the dissertation is based on the 
“Double Diamond”, a method created by the Design Council, and contains all the tools 
needed to study and design not only the service but also the user. It is divided into four 
phased: Discover, Define, Develop, and Deliver. In this paper, we investigated the 
experience both offline and online. We focused on the visitor pain points in order to 
identify the impression of the museum and how it influences the experience. We 
managed to complete a very rich research with the help of service design tools and 
answers questions that have to do with the museum service and experience. 
After studying the museum service, the key findings were the lack of communication 
between the museum and the visitor, both during the tour and outside the museum. In 
order to increase awareness and a better experience when it comes to event or tour 
booking some suggestions are made that will benefit the communication between the 
museum and future visitors, such as online calendars, event flyers etc. 
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Preface 
As a part of the Internation Hellenic Univercity and in order to gain practical 
knowledge in the field of service design, the requirement was to make this dissertation 
“The study of “Tsitsanis Museum” and suggestions for the improvement of the service 
and the customer experience”. The basic objective behind doing this dissertation is to 
get knowledge of the tools of service design. 
 
In this dissertation we have included both service and user experience design in order 
to increase the experience when it comes to museum visit. Many museums are turning 
to service design as it has become a very important tool for the study and upgrade of 
the museum visit. 
 
Doing this dissertation it was a big help to enhance the knowledge regarding the work 
into the experience of the user towards the museum visit. Throughout the work we 
come to know the importance of working in a real time project and gaining experience.  
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Introduction 
       Due to the fact that galleries and museum are turning out to be more visitor-
oriented encouraging experiences that fulfill the visitors, the need for a deeper 
understanding of both visitors and their experiences, as well as their personal thoughts 
and emotions during the museum visit, is indispensable. Customer behavior, needs 
and motivations and how these communicate with current interior practices, 
foundations, existing items, and services are revealed with the use of service design. 
Service design features where there are crucial points in time, limits, and new open 
doors for development, or completely better approaches for addressing customer 
needs. When it is applied at museums, it gives the opportunity to combine the 
audience with exhibition design and customer service in order to increase the user 
experience. This dissertation can be a helpful reference for those who are interest in 
the application of service design in museum experience. 
       Service design offers a variety of tools that provide the designer with data. The 
Design Council has developed the "Double Diamond" model to identify service design 
tools, which have been followed at the dissertation throughout the design process. 
This "diamond" divides service design into four distinct phases: Discover, Define, 
Develop and Deliver. The Discover phase includes the "investigation" that utilizes both 
qualitative and quantitative exploration techniques. The tools used here are: User 
Journey Mapping, User Diaries, Safari Service, User Shadowing. At the Define phase 
the arrangement of ideas and conclusions are investigated and organized in a 
restricted setting of expressed issues. The tools used at this phase are: User Personas, 
Brainstorming, Design Brief. The Development stage gets the principal Design Brief and 
through an iterative turn of events and testing measure, improves the tasks for the 
item or administration until they are prepared for execution. The tools used at this 
phase are: Blueprinting Service, Prototyping experience, Business Model Canvas. At 
the final stage the end result or service is concluded and dispatched. In the Delivery 
stage, the item or service has begun and is starting to address the requirements 
recognized in the Discover stage. The tools used are: Scenarios. This methodology has 
been used in the dissertation in order to study and analyze “Tsitsanis museum” 
service. The main questions the dissertation is trying to answer are: What are the key 
experiences of visitors that will benefit Tsitsanis museum? What are visitors’ very own 
thoughts and values accomplished in museum service experience? How can we 
increase visitation?  
       The dissertation is divided into two parts, the theoretical part and the case study. 
Chapter one includes the theory and methodology that is followed at service design. 
The chapter also contains the importance of user experience in service design and how 
all these work together in museum design cases for the enhance of museum 
experience and the increase of visitation. Moreover, in this chapter we will see some 
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case studies of museums applying the service design methodology. The next chapters 
are based on the “Double triangle” methodology. The second chapter includes the 
“Discover” phase and the research that has been done both for the museum service 
and the visitors. The third chapter includes the “Define” phase where the data from 
the previous phase have been collected and the new ideas are created. The fourth 
chapter includes the Develop phase. In this chapter the Service Blueprint and Business 
model canvas have been created in order to optimize the new service’s touchpoints. 
The Fifth and last chapter contains the “Deliver” of the “Double Triangle” and contains 
Scenarios via storyboards that show the service touchpoints in use and the experience 
that the visitor has not only while being at the museum but also before and after 
visiting. 
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Service Design 
Service Design is a powerful set of skills (skillset), a way of thinking (mindset) that helps 
organizations safely innovate, solve problems and think "differently". This chapter 
gives a better understanding of service design and the tools that are used throughout 
the design process. 
What is Service Design 
       Up to now there is no common definition or clearly defined language of service 
design. However, it is an interdisciplinary approach that brings together different 
methods and tools from different specialties. It is an evolving approach of a new way 
of thinking, as opposed to a new autonomous academic discipline. A single definition 
can hold back this evolving approach, given that common language is undoubtedly 
important for the further development and evolution of service design thinking. 
(Stickdorn et al., 2011) Service design aims at creating useful, approachable-to-use and 
desirable services. Mager (2019) tried to describe it as: “Service Design aims to ensure 
service interfaces are useful, usable and desirable from the client’s point of view and 
effective, efficient and distinctive from the supplier’s point of view”. When a user ties to 
experience a service, it should include some contact points, like people, information, 
products or the environment in which the service is conducted. Service design has to 
determine what are the contact points, the relationship among them as well as their 
interaction with the user. What is most important for designers is the use of design 
tools and methods, because they help them understand the needs, desires and 
behavior of the users for whom they design the service in a better way and more 
profoundly and therefore achieve better results. (Stickdorn et al., 2011) 
       Service design refers to making the use of services we use easy and desirable. A 
service is created over time and is consisted of touchpoints - the people, information, 
products and places we meet. For instance, the points of contact that make up the 
restaurant service is consisted of a menu, a chair or a waiter. Service design is about 
creating these contact points and defining the way they interact not only with each 
other but also with the user. In order to design a great service, the most important is 
to take under consideration the users of the service to be designed: they could be 
staff, suppliers or customers. Appropriate design tools and methods enable a profound 
understanding of how users behave their preferences and their needs that can allow 
the development of new solutions. Service design could be used either to redesign an 
existing service in order to work better for users or to create a whole new service 
(Design council, 2015). Many fields and clients could be integrated into the process of 
the new field of Service Design that connects fields and customers in a new way. 
Taking under consideration the quantity and complexity of services, it is more useful to 
describe what is not considered service. The English magazine "The Economist" wrote: 
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"Services are anything that can not fall on your feet." There are some general key 
elements that could be considered as summation of the unique features of the 
services. These elements represent some of the challenges that are addressed in the 
context of Service Planning (Moritz, 2005).  
Service Design characteristics 
Service Design offers a systematic and creative approach that is able to: 
• Organize services so that they can become competitive. 
• Meet high expectations of customers as long as service features and quality are 
concerned. 
• Use technology, that has immensely increased the possibilities for services 
creation,delivery and consumption. 
• Create learning organizations that can handle social and economic challenges, which 
is inevitable in an ever changing environment, in order to make the organization more 
sustainable. 
• Encourage avant-garde social models and behaviors. 
• Distribute knowledge and learning. (Nargunde, 2016) 
 
       Services differ from products as they take place over time, are complex, interactive 
and expandable to include different points of contact. This has implications for design, 
and therefore for research, development and execution, so it has to be done 
differently. In service design we use many tools of optimization. According to F. 
Segelström and S. Holmlid (2009), the reason for the widespread use of visualization 
tools in service design is largely related to the characteristics of services, which are 
materiality, perishability, heterogeneity, and indivisibility. Thus, the problems caused 
by these features, come to solve the visualization tools since: 
• Record and maintain a part of the service process (perishability) 
• By visualizing its service experience they offer tangibility, 
• Through the recording of the research, the heterogeneity of the service is revealed 
and taken into account in the design decisions. 
• The designer participates / comes in contact with the service, at the time it is 
produced and sold and can actively participate in it by better understanding its value 
(indivisibility) 
The objectives of service design are: 
• To generate services that are functional, practical, preferable, efficient and effective. 
• To focus on customer experience that has human-centered approach and make 
quality as a central value for success. 
• To have a holistic approach, integrating strategic, systematic, process-oriented 
elements and take touchpoint design decisions. 
• To design systematic and frequentative process that combines user-focused, 
teambased, and interdisciplinary perspectives and methods with incessantly learning 
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cycles. (Nargunde, 2016) 
 
Tools 
       The Design Council has developed the "Double Diamond" model to identify service 
design tools. This "diamond" divides service design into four distinct phases: Discover, 
Define, Develop and Deliver. Furthermore, it catches how the plan cycle goes from 
focuses where thought and conceivable outcomes are as expansive as conceivable to 








       Alludes to the assortment of information that will give the designer the 
fundamental data to decide and take care of the issue. This "investigation" utilizes 
both qualitative and quantitative exploration techniques and can include both direct 
joint efforts with end clients and examination of more extensive social and monetary 
turns of events. This examination makes a rich information bank that will advise the 
rest regarding the plan cycle and go about as a guide and wellspring of motivation for 
the plan group. Regular techniques utilized are client perception, interviews, surveys, 
the planner in the client position and some representation strategies, as they help to 
more readily comprehend the issue. (Design council, 2015) 
Objectives: 
• The identification of the problem, capabilities or needs that have to be 
addressed. 
• The solution space definition 
• Creating a rich source of knowledge with inspiration and ideas. 
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Tools: 
• User Journey Mapping 
• User Diaries 
• Safari Service 
• User Shadowing 
 
2. Define 
       The information and data are coordinated to bode well, the issue is fixed and the 
creation of ideas starts. At this stage we are directed to the meaning of possible 
assignments. The arrangement of ideas and conclusions are investigated and organized 
in a restricted setting of expressed issues. These are lined up with the authoritative 
requirements and business destinations to decide how to advance. The consequences 
of the stage lead to an away from of the problem area just as whether the problem will 
be tended to through the design. (Design council, 2015) 
Objectives: 
• Analysis of the results of the Discovery phase 
• Composition of findings in a reduced number of possibilities 
• Define a clear mandate to be signed by all stakeholders. 
       Visualization tools are mainly used at this point, such as blueprints, customer 
service maps and others, so that the data acquires a structured, tangible form, the 
needs and expectations of the users are understood and the production of ideas 
(brainstorming) begins. 
Tools: 
• User Personas 
• Brainstorming 
• Design Brief 
3. Develop 
       This is where the creation, testing and determination of thoughts and 
arrangements happens. The fundamental exercises and destinations during the 
Development stage are: brainstorming, prototyping, interdisciplinary work, visual 
management, development and testing methods. The Development stage gets the 
principal Design Brief and through an iterative turn of events and testing measure, 
improves the tasks for the item or administration until they are prepared for 
execution. Utilizing plans and innovative strategies, the plan group and accomplices 
build up the individual assistance segments in detail guaranteeing that they are 
interconnected to shape an holistic experience. (Design council, 2015) 
Objectives 
• Brief Development 
• Design the details of the service in detail and as part of a holistic experience 
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• Repeat concept tests with end users. 
       Visualization methods and tools such as persona, blueprints, and usage scenarios 
are also used to make the interactions of the service in question more understandable. 
Tools: 
• Blueprinting Service 
• Prototyping experience 
• Business Model Canvas 
4. Deliver 
       At this stage the end result or service is concluded and dispatched. In the Delivery 
stage, the item or service has begun and is starting to address the requirements 
recognized in the Discover stage. The final design has been gotten through the last 
test, concluded and marked. Ensure that frameworks can record user feedback, 
particularly on services. The Delivery phase is likewise the point for input, from the 
entire cycle, to partners and teammates, subsequently sharing new information, 
instruments of knowledge and even methods of working. (Design council, 2015) 
Objectives: 
• The delivery of a refined service 
• Ensuring the existence of information feedback mechanisms by users 




The role of User Experience in Service design 
       “User experience design is a user-centered interdisciplinary process in which 
designers must use workable and feasible methods, tools, and criteria”. User 
experience alludes to a conventional name for how individuals have encountered a 
time of managing a framework and, according to the ISO definition, states that "an 
individual's perceptions and reactions result from the use or expected use of a product, 
system or service". The speculation is that user experience, when a user interacts with 
a product, happens when the impact of the utilization addresses mental inspiration for 
the user’s issues and meets or even surpasses the expectations. (von Saucken et al., 
2013) 
       The user’s experiences are shaped by the characteristics of the individual (eg, 
personality, skills, background, cultural values and motivations) in blend with those of 
the product or service (eg, shape, texture, color and behavior). At the core of the 
experience is guaranteeing that clients discover an incentive in what we give. (User 
Experience Basics. Retrieved October 22, 2020 from http://www.usability.gov/what-
and-why/user-experience.html) 
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       The expression "product experience" is utilized to allude to all conceivable 
passionate encounters associated with human-product interaction. It is noticed that 
the human-product interaction isn't just around (1) organic interaction, yet in addition 
(2) non-organic and even (3) non-physical interaction. It isn't just the forecast of item 
work, yet additionally the genuine results of human-product interaction that can incite 
enthusiastic responses. 
In user experience design there are three different components that are considered: 
1. Aesthetic experience 
2. Experience of meaning 
3. Emotional experience 
       In the principal case we allude to the capacity of the item to fulfill at least one 
feelings of the user. The subsequent case includes the designer's ability to define 
user’s character or different attributes and to assess the individual and emblematic 
importance of the product. The third segment incorporates those experiences that are 
normally seen in emotional phychology and regular language with respect to feelings, 
for example, love and outrage, which are brought about by the assessment - valuation 
for the product. (Desmet * and Hekkert, 2007) 
       There are other opinions believes that the UX is a feeling of strong excitement. We 
can call user experience the feelings beyond expectations. Image 2 shows the three 
different levels of feelings that the consumer or visitor should be able to obtain at a 
museum experience. 
 
Image 2: The hierarchy of consumer needs follows Maslow’s theory (Source: Constructing a 
framework of user experience for museum based on gamification and service design) 
 
• The reformist relationship from low to high for: Functionality, Usability and 
Pleasure. Functionality: no capacity, no utilization. What the product be utilized 
for, just as the unique circumstance or environment wherein it will be utilized 
must be perceived  
• Usability: users expect the product simple to utilize  
• Pleasure: as per the hypothesis 'hierarchy of user needs', more elevated level 
necessities consistently follow the earlier fulfillment has been accomplished, 
that is the reason after the Usability is fulfilled, the user is inescapable to seek 
after more, for example, emotional experience.  
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       It is imperative to focus on the human side of customer service to make it mentally 
keen, monetarily beneficial and simpler to rate. It isn't just that a customer endures by 
virtue of helpless customer service, yet over the long haul even the association loses 
its image esteem. It is hard to adjust the expense of administrations on one hand and 
the advantages of the user experience then again. It is considerably harder to 
guarantee that the workers who really connect with clients, proficiently and reliably 
give administrations over a wide-extended organization. Numerous organizations 
ignore the parts of what really spurs the individuals — for example, by dismissing 
settled standards of conduct science when offering administrations—and in this 
manner accidentally disappointing the clients. With the approach of social media, the 
customer service scenario is changing and new advancements of smart phone gives 
organizations unmatched admittance to information about client collaborations, and 
on occasion these innovations are changing the very idea of the connections—for 
instance, by amplifying the speed and impact of client objections. The lines among 
advanced and non-computerized are getting more slender and the plan needs 
incorporate the two sections to make by and large experience superb for the clients. 
Service design is not any more a possibility for the organizations which they might 
jump at the chance to work upon. It has gotten a significant apparatus for upper hand 
and can give the best insight for the client (Nargunde, 2016). 
Service design in museums 
       “Museums are part of cultural heritage and are important heritage destinations as 
well as a primary tourist attraction for both local and foreign tourists in many 
destinations” (Jansen-Verbeke & Rekom, 1996). It has been a long time, since the 70s, 
that galleries and museums have been enduring a significant emergency. This is why a 
method has to be method has to be applied that might help these public foundations 
bring visitors closer and satisfy their main goal to protect and actuate social legacy in 
the 21st century. This is the place where service design comes in.  (Simao, 2020, 
Retrieved October 22, 2020 from https://uxdesign.cc/service-design-case-study-is-the-
museum-boring-for-you-7bcfa7689f57). 
       “Essentially, a museum is an amalgam of a series of experience encounters 
(tangible and intangible) and museum experiences are derived from both service 
providers (quality of performance) and visitors themselves (quality of experience). 
Museum experience has become widely accepted as the ‘outcome’ or the ‘product’ of 
museums “(Cunnel & Prentice, 2000; Kotler & Kotler, 1998).While investigating a model 
for museum UX, the designer can group the crowd to discover their particular 
inspirations to go to the museum. The way toward arranging the crowd must be joined 
with the different services the museum ought to give. From that point onward, related 
to the assistance of Service Design ideas the upgrade of the museum user experience 
can be investigated. This cycle associates virtual museums with actual galleries, moving 
potential guests spurred to continually visit the gallery (Liu et. al., 2018).  
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       Galleries mean to make their exhibition appealing, increment participation and 
increment the assortment of crowds, and simultaneously develop their function in 
saving, deciphering, instructing and raising public mindfulness. Museums are 
storytellers naturally (Bedford, 2001; Johnsson, 2006). The exhibitions provide 
interpretations, in order to make objects accessible to visitors, through combinations 
of substantial, organized mediators (Hooper-Greenhill, 1999). The current test for 
historical centers as storytellers is the manner by which to effectively decipher their 
institutional information and force into significant, combinatorial enthusiastic 
encounters utilizing the suitable innovative methods, inside their characteristic 
settings, and various crowds. As such, how to "coordinate" the rich experiences they 
might need to offer to what the user anticipates. (MW2015: Museums and the Web 
2015. (2015, January 31). Retrieved October 22, 2020, from 
http://mw2015.museumsandtheweb.com/paper/the-museum-as-digital-storyteller-
collaborative-participatory-creation -of-interactive-digital-experiences /) Advanced 
innovation has become a significant component of administration offering and 
generally user experience. Services need to begin pondering how the users and 
employees move starting with one region then onto the next. In this day and age 
organizations can't bear the cost of plan simply a solitary isolated online association, 
not thinking about what happens before that collaboration or what occurs after 
(Nargunde, 2016). 
Design Tools 
       Service design in museums contains the phase before, during and after the visit. 
“According to the time, the touchpoints in Service Design can be divided into three 
stages: ‘Pre-Service’, ‘During Service’, and ‘Post-Service’” (Qin, 2014). The Image 3 
shows these three stages concisely:  
• Pre-Service: The contact before customers got service such as advertising, 
website, promotion, the main purpose is marketing;  
• During Service: Each touchpoint in the service process, such as the services 
provided by the airport (registration procedures, security procedures, 
shopping, rest, internet, catering, smoking, prayer rooms, children’s play area);  
• Post-Service: Customer contact after leaving the service such as maintenance 
and management, after-sales service, customer loyalty management. (Qin, 
2014) 
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Image 3: Service Design, three stages of touchpoints (Source: Constructing a framework of user 
experience for museum based on gamification and service design) 
 
       Furthermore, Service design empowers users to appreciate feel, escape from the 
real world, appreciate amusement or be instructed. Public places, for example, 
museums and air terminals will progressively be changed into buildings of 
administrations, which are firmly identified with the guests' way of life. Chen Nan, the 
deputy director of Visual Communication Design Department, Academy of Fine Arts, 
Tsinghua University, mentioned in the column Front Line of the journal “Art & Design”: 
“the purpose of people going to the museum not necessarily for the exhibition, but a 
way of life on weekends.” (Izzo, 2017). Predictable with the idea of Service Design, 
museums likewise have the idea of time stream. The Service Design can help upgrade 
the historical center insight through the association of conventional and virtual during 
'Pre-Visit', 'During-Visit', and 'Post-Visit'. 
       As a rule, the Pre-Visiting stage is fundamentally data and ticket administration; 
the During Visiting stage is for the most part dependent on profound outings and 
information services, including watching, listening and touching; the Post-Visiting stage 
is principally for sharing trades, keepsake purchasing, and diversion services. Albeit the 
vast majority of the studies center on 'During-Visit' of the museum, existing 
exploration has perceived the basic pretended by 'Pre-Visit' and 'Post-Visit'. In the 
wake of investigating a few gatherings of individuals, the specialists discovered 57% of 
individuals visiting museum sites when they are to visit. (Kravchyna et. al., 2002). 
Consequently, the presentation of the idea of Service Design will enable the museums 
to upgrade the user experience all through the whole cycle of 'Pre-Visit', 'During-Visit', 
and 'Post-Visit' (Izzo, 2017).  
       Lately, more and more museums are turning to service design as it has become a 
very important tool to measure and improve the museum experience. The National 
Gallery in London works with service designers in order to improve the experience and 
satisfaction with shopping inside the gallery. This happens because the Museums are 
transforming from exhibition buildings to cultural shopping experiences (Shao et. al., 
2019). Also Australian museums have adopted service design in order to grow in 
customer orientation.  They use service design tools such as customer research, user 
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diaries, and they focused on the experience from the visitor’s perpective (Alcaraz 
et.al., 2009). Moreover, the National museum of Finland has adopted service design as 
big part of creating new ideas and how to measure the experience. They have adopted 
the “Double Diamond” design process to give a new meaning of the museum. They 
study the museum as it is now to identify the problematic space and they bring up 
ideas with or without new technology. By testing those ideas they manage to record 
the touchpoints and suggest improvements (Son et. al., 2018).  
Case Study 
       The case study “Reflection on Museum Service Design Based on a UX Foundation 
Course” by Di Zhu, 2019, describes reflections from UX Foundation, a project-based 
course of UX master program. It was a real project on how to enhance user experience 
that took place at the Beijing Natural and History Museum. Beijing Museum of Natural 
History grew out of the preparation department of National Central Museum of 
Natural History founded in 1951 (Beijing Museum of Natural History. 2018). The 
exhibition hall has little space as opposed to most recent galleries, and exploration 
found that intelligent offices are once in a while utilized as a result of terrible help 
plan. Along these lines, the exhibition hall needed to improve user experience of 
service. 
       Five internal mentors, teachers in UX master program, and five external mentors 
from Beijing Museum of Natural History participated at this project. Sixty eight 
students were divided into fourteen groups that had to work on different target user 
groups and were given by the museum three design briefs to work on for a month and 
a half. These briefs were: improve user experience of basic services, exhibitions 
hardware, and educational activities. The project focused on service design. The 
historical center planned select distinguishing proof to assist understudies with 
interviewing participants and they worked hard to define target user groups and 
scenarios. 
       To make this task more plausible, instructing group planned an entire cycle for 
understudies, as it was the first occasion when they did a UX venture. Examination 
cycle can be separated into the accompanying three design thinking stages:  
• Expropriation by interviewing and observing participants.  
• Definition by connecting different kinds of user re-search results and 
prioritizing insights.  
• And visualization by drawing storyboards, journey maps and shooting videos. 
       In order to understand how museum services work, how visitors interact with 
exhibition (Folkmann, 2010), so that understudies can understand in general this field 
and investigate target user groups. Each gathering iterated talk with traces twice to 
uncover additional data of focus on client's trouble spots and user needs. When 
students finally collected a satisfying number of first-hand user research information, 
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they combined all these information together to analyze user needs. They managed to 
do that through past comprehension of target user group, divergent thinking and 
summarizing different key points of target user groups. Afterward each group created 
a persona in order to help solve design questions.  
       The groups were based on personas to brainstorm potential scenarios and 
solutions. What's more, as per input from guides to prioritize solutions. Storytelling is 
progressively used in user experience field today to utilize a striking method to show 
ideas. Thus, in order to tell stories and show user’s actions this course used user 
journey map, story board and video scenarios. 
       In the wake of sending a few solutions of fourteen groups, residents will get the 
genuine advantage of user experience upgrades. Service design is a famous part of 
user experience which focuses on touch points in the entire service process. Here and 
there it will be imperceptible in our everyday life, however it does affect a lot. 
“Reflection on Museum Service Design Based on a UX Foundation Course” allowed 
understudies to expose themselves to new turn of events. 
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Discover 
This chapter contains the research conducted at the “Tsitsanis Museum” and the 
presentation of the information collected. There was also research among the visitors 
with the help of questionnaires and with shadowing.  
Methodology 
       Research task is not only to understand the culture and goals of the museum, but 
also to gain a clear understanding of the situation from the perspective of current and 
potential customers which are crucial for successful service design. In this study we 
followed the diamond method which was described in the “Service design Tools” 
section. In particular we used the Interview tool to collect information in order to gain 
the basic knowledge about the organization and its services. Also we used Shadowing 
tool to record the way the organization works and ways of touring, and also the route 
in the area during the tour. Moreover we used the questionnaire tool to achieve a 
qualitative research of the user’s needs and actions (similar to the study of Di Zhu, 
2019, Reflection on Museum Service Design Based on a UX Foundation Course). At the 
end of every tour, the visitors completed anonymously questionnaires which were 
based on the methodology of “the East of England Museum Hub, February 2008, 
Evaluation toolkit for museum practitioners”. Lastly, we used The User Journey 
Mapping tool to capture the user's path through the service.  The collection of data 
took place from September 1st to October 10th and it included the following items: 
• Research on the history of “Tsitsanis museum” by interviewing museum’s 
manager: Information collected in order to gain the basic knowledge about the 
organization and its services. It includes all the information collected about 
“Tsitsanis Museum" organization. 
• Monitoring the way the organization works and ways of touring through 
shadowing: It includes the monitoring of the guide in terms of the way of 
narration, the users in terms of the reactions during the tour and the 
experience, with and without a tour guide, with the help of shadowing. 
• Recording the route in the area during the tour through shadowing: It includes 
the route for two different cases. One for the basic model of the tour that is 
followed in the area of the museum with the guidance of the tour guide and 
the second without the tour guide in order to identify touchpoints and to time 
the duration of the interaction with every touchpoint and also of the hole visit. 
• Collection of questionnaires from visitors: Qualitative research and recording of 
the needs and the problematic space of the organization with the use of 
questionnaires.  
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• Use of visualization tools (User journey mapping) to capture the user's path and 
associate those involved with the service. 
Tsitsanis Museum 
       The information about Tsitsanis museum was given by the museum’s manager. Mr. 
Stelios Karagiorgos provided the museological study that has been done and narrowed 
the history of the creation of the museum. Also some information was collected 
through the website of the museum in order to complete the research. Tsitsanis 
museum is a museum in Trikala for the folk song that will have the seal of Vassilis 
Tsitsanis. Many times there was a request for the creation of the museum from V.T. in 
person and once it was made public on 30/ 05/ 1980, where he gave a concert in the 
stadium and in front of seven and a half thousand spectators he made this proposal. 
Then his own people had contacted the municipality and started the procedures with 
the initial purpose of turning his house on Larissis Street in Trikala into a Museum. But 
the house belonged not only to him, but also to his brothers, sons-in-law and nieces. 
There were many owners in this small stone house and this made it impossible to turn 
it into a Museum, it became a nice apartment building. Tsitsanis later passed away. But 
this effort and the willingness of the Municipal Authority to build a museum for 
Tsitsanis always existed. There were many publications, many events in his honor, such 
as Tsitsania, but the trial always stopped somewhere. Then, in 2002 a program 
contract was signed between the Municipality of Trikala and the Ministry of Culture to 
become the center of artistic creation - Tsitsani Museum that would initially be housed 
in the Matsopoulos mill. The municipality, for its part, was okay with the obligations 
arising from the program contract, the same cannot be said for the Ministry of Culture, 
however. So this case was ruined in Matsopoulos Park. Of course, Matsopoulos was a 
museum in itself, so you can't build a museum inside another. In 2009, while the city 
prisons had left the city center, a proposal was made to the municipal authority to 
convert the old prisons. The answer they received then from the mayor was that this is 
a project that needs a lot of money and they would have to wait for a program to be 
able to include it. During the term of Mayor Tamilos, this could not be done, and 
immediately after, in the next elections undertaken by Christos Lappas, he gave the 
idea an interesting thought and put it in the first priority. So the same spring the 
process began to join a program. The restoration works of the building infrastructure 
and the surrounding area started, because it was not only the building, it was also the 
whole park together with the Tzami. Then the Archaeological Service of Trikala 
intervened and said that they had some information that there was a Turkish bath at 
the area. Everyone knew that there was a hammam on the ground floor of the prison. 
It is written in the contract of 1992 that the Greek state bought the area from an 
individual and says in the building of the old Baths. The archeological service said that 
the building included an archeological site. Everything stopped because the plans had 
changed due to a historic building. So they had to start from the beginning with new 
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studies and new procedures. This turned out to be good for the museum because the 
money they finally had at their disposal, due to the historicity of the building, was 
much more and so they came to complete the building around 2017.  
       Now on the ground floor the visitor can see the historic building of the hammam. 
Unfortunately, there are not so much left to see because in 1897, when the building 
became prisons, they tore everything down. There was nothing left but the perimeter 
walls. On the first floor will be housed the museum Tsitsanis. There is already the 
temporary exhibition from 2017, with material that they have in the museums 
possession, either got it from the Tsitsanis family or bought from collectors and 
individuals at the expense of the municipality. This exhibition that exists at the time is 
temporarily. The museological study has began, but first it had to be approved by the 
Ministry of Culture. Based on this approval, the museum started the auction 
procedures of the project, which is a lot of money and must be done in a way that the 
process is time consuming. Now they expect the contractor to sign the second part of 
the contract for the shaping of the surfaces as they are provided by the museological 
study. They hope that in about eight months they will be able to complete the study 
and have the exhibits placed and in general the part we say about the exhibition for 
the Tsitsanis museum to have this form at least as provided by the museological study. 
They expect the museum will continue to be just as attractive to the world and the 
thousands of visitors will continue to come and continue to be a point of reference for 
the political affairs of our city both from the exhibits themselves and from its activity. 
Let's not forget that it is not a museum that has a big number of exhibits.  
The Tsitsanis museum operates with state grants and donations. Also everything that is 
done has to be approved by Tsitsanis family. It is a museum where the visitor does not 
need to pay a ticket to enter. After the museological study, it is planned a gift shop to 
be created on the museum site to generate income. 
Exhibition Theme and Collection 
The exhibition concerns the great folk musician Vassilis Tsitsanis. 
Vassilis Tsitsanis: 
• was born in Trikala, on January 18, 1915 
• experiences a World War, a civil war, the period of seven years of dictatorship 
and consequently a number of political and social upheavals and developments 
• creates his own family 
• composes, writes and performs a number of folk songs 
• collaborates with many musicians, composers, organists and performers 
• creates bonds with friends and associates 
• creates bonds with places where he spends part of his life 
• is an active individual in an ever-changing society 
• is an active member of Greek music creation 
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• evolves as a human being and as a musician 
• constantly talks to the public 
• inspired by the world and life 
• inextricably links his name with folk music 
• meets people from the grassroots to the upper echelons and the bourgeoisie 
• acquires recognition 
• achieves wide acceptance 
• seeks and seeks evolution 
• plus shapes the data around it 
• challenged and conflicted 
• causes admiration 
• is a source of inspiration 
• writes an important chapter in the history of Greek music 
• passed away on January 18, 1984 
• leaves behind a huge work of timeless value 
  
The collection is divided in two parts: The physical objects and Intangible collection. 
 
Objects 
       The material objects are those that the visitor immediately perceives as part of the 
collection, as they are exhibits that he sees, sometimes he can touch and can combine 
them as a physical presence with the life of the music creator. More specifically, these 
are: 
• Tangible authentic items from donors, such as the Tsitsani family. They are 
characterized by their historicity and authenticity, possibly also by their uniqueness. 
They are accompanied by stories and meanings directly related to the life of Tsitsanis. 
They need special treatment, location, promotion and inclusion in the museological 
scenario and respectively in the exhibition environment. 
• Tangible objects directly related to the work and life of Tsitsanis, which either come 
from donors, or perhaps from search and purchase in order to serve the museological 
scenario and to shape the exhibition environment. They may be characterized by 
authenticity, historicity and perhaps uniqueness, such as 45 rpm discs, but they are not 
objects of Tsitsanis himself. They may be evidence of the era in which the great creator 
lived and worked, such as newspaper clippings, posters, photographs, etc. They also 
deserve special treatment if it is original material and not reproductions or 
digitizations. 
 
The available archival photographic material.  
       It is part of the overall photographic digitized file as in addition to the original 
photos there are others available only as digital reproductions. The archival 
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Photographic collection functions both as an original material of the era of B.T. as of 
course and as a plethora of information. 
The photographic material is thematically divided into the following general 
categories: 
• Starring Vassilis Tsitsanis 
• With people from the familiar environment of Tsitsanis 
• With images of his hometown and his father's residence 
• With Tsitsanis at banquets 
• With Tsitsanis and his associates on stage  
• With Tsitsanis and friends in the nightclub hall 
• With Tsitsanis and other prominent people of the time 
• With Tsitsanis and fans in nightclubs 
• With Tsitsanis on tour 
 
Regarding the information provided by the photographic material, the following issues 
are highlighted: 
• The environment in which Tsitsanis grew up, lived and created 
• The environment in which he communicated with the public and transmitted 
his music 
• The personal environment in which he was off stage 
• The configuration of the closed built space of the entertainment centers of the 
time  The shaping of the urban environment of the time 
• The costume habits 
• The equipment of the premises 
• The arrangement and composition of the musicians on stage 
• The relationship between stage and track and hall and consequently musicians 
- performer - audience 
• The relationship of the popular singer / music star with the audience 
• The evolution of the above relationships 
 
Intangible collection 
       The term intangible collection includes all the data that give information about the 
life of Tsitsanis, where the content is crucial and not the means of recording. Of 
course, the management of the intangible collection is achieved through digitization, in 
order to create a tangible means of its transmission and presentation to the museum 
public. 
More specifically, these are the following elements. 
• Bibliography regarding his life and work 
• Bibliography regarding the directly related time period 
• Publications in printed material 
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• Videotaped and recorded interviews of V.T. 
• Video and recorded interviews of other people about V.T. 
• Video-recorded and recorded interviews of other people regarding situations 
and events of the time 
• Recorded interviews of V.T. 
• Journalistic and historical relevant research 
• Information about other persons of the same period or directly related 
• Opinions of expert scientists and the popular world 
• Recordings of songs 
• The final recording product for commercial use and distribution to the public 
 
Music collection 
       Of course the main part of the collection which is available for presentation to the 
public is the music of Vassilis Tsitsanis, his songs, which are counted in over 600 
musical works. The exhibition is called to show the multitude of artistic creation and to 
use it in order to provide knowledge and entertainment to the public, either conveying 
the atmosphere and atmosphere of the songs and the era in which they were written, 
or presented as highly timeless creations 
Parallel activities  
       Tsitsanis Museum, other than the exhibition, offers different type of parallel 
activities. It is also a center of research that with the help of professionals has created 
great projects about Greek folk music. These projects are: 
• Research for the history of Klarino at Trikala – Documentary 
• Everything about Kaldaras – Book 
       Also, as we said before, Tsitsanis Museum is a point of reference for the political 
affairs of our city both from the exhibits themselves and from its activity. The museum 
offers the exhibition area, a multy – room hall, and the outdoor area for the execution 
of different types of activities. These activities are: 
• Tsitsania festival 
• Music week 
• Partys (e.g. Blossom) 
• Workshops 
• Other exhibitions (e.g. Photography) 
• Events 
       When it comes to events that are founded by the Municipality of Trikala, such as 
Tsitsania Festival and Week of music, the deputy mayor of culture comes in touch with 
the museum’s manager to organize a calendar with the dates and type of events. They 
agree on the cost of organizing the events, the technical equipment that will be 
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needed, and the actions that must be taken to organize them. The procedure for 
holding an event or workshop, as a private or an entity is as follows. The person 
directly interested initially calls the museum to express their interest and ask about the 
availability of space. If it is an event, it is informed by the person in charge of the 
technical equipment that is available. After consultation, he sends his application in 
writing by mail.  The person in charge informs the Board of Directors which is 
responsible for the approval of the application. After the approval, the interested party 
receives an approval mail for the formality of the event - workshop and they 
communicate in the second stage for the technical issues. Image 4 shows the diagram 
with the process flow for the arrangements of events. 
 
Image 4: Process flow for the arrangement of events 
 
The building that houses the offices of the Tsitsanis museum contains a recording 
studio for musicians.  After consultation, the interested parties can attend the 
professional sound insulated room, with their own musical instruments, and either 
record their songs or rehearse. Also the building hosts a studio for ERT radio that is 
about to start for radio shows. Until now it was free charge to “rent” a room for events 
and recording but it is predicted in the near future to have a rental in order to increase 
museum’s income for operation and maintenance. 
The Building 
       The Research Center - Tsitsani Museum is housed in the facilities of the old prisons 
of Trikala. This is a building that operated as a penitentiary institution until 2006, when 
it was relocated. It is therefore part of the recent history of the place. The operation of 
the Center is divided into the old building of the main entrance of the prison and the 
building that housed the inmates. It is a building with a peculiar character, a building 
that has a special and complex history but also morphological characteristics which it 
has acquired in recent years. 
       The first building, that once was the entrance to the prisons, now houses 
administration areas and spaces that are occasionally accessible to the public. The 
main exhibition spaces are located on the floor of the second and adjacent building, 
which served as reservation areas. 
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The second building, then, is accompanied by an interesting and rich history and 
development. It is characterized on the one hand by its recent operation as a prison, 
but at the same time its original use has come to light, as the building was built during 
the years of Ottoman rule as a bath. The bath, hammam, was used half by the male 
population and half by the female. Designed and built with an axis of symmetry, it is a 
twin hammam, in which the spaces of men and women were completely separated. 
However, after its abandonment and during the installation of the new uses, many 
alterations of the spaces took place. Its basic morphological features are due to its 
initial use as a hammam, from which it took the general layout of the floor plan, with 
four large rooms and a central wide corridor, corresponding to the cold and warm 
areas and the central lukewarm areas. 
       The main alterations of the building that occurred during the evolution of history, 
the cessation of its original use, the desolation and the installation of the new use, was 
the demolition of the characteristic roof with the domes, probably in the 19th century. 
During the operation of the building as a prison, in the middle of the 20th century the 
building expands in height and above the ground floor a floor is constructed, with new 
technical means and new materials, for the expansion of the detention areas. The 
morphology of the building during its operation as a prison bears no resemblance to its 
original use. After the removal of the prisons and during the exploratory works, its 
initial use as a twin Ottoman bath is ascertained. The following is a period of intense 
work during which: 
a. Restoration of the Ottoman monument on the ground floor of the building, with 
restoration and promotion as much as possible of the elements of the bath, 
configuration of a visitable monument with an exhibition tour, which mentions the last 
use of the building as a prison, and 
b. Restoration of the floor of the building, which is, as mentioned, a later addition, with 
the configuration of a modern available exhibition space. Today, the renovated part of 
the old prisons, on the floor of the twin Ottoman bath, functions as the common space 
of the Research Center - Tsitsanis Museum and hosts the temporary exhibition as well 
as a number of parallel activities.  
 
  -23- 
 
Image 5: Blueprint of Tsitsanis museum Building 
 
 
1. Vasilis Tsitsanis hall 
This hall contains the history of Tsitsani’s life along with his “mpouzouki” and some 
personal gramophones. – 
• Historical line 
• Collaborations 
• Documentary 
• The scene 
2. Vasilis Tsitsanis hall & Musicians from Trikala 
This hall includes two interactive screens. The first is a touch screen that contains all of 
V.T. songs that the visitor can choose to listen and the second one contains videos of 
interviews and documentaries for V.T. 
• Discography 
• Kostas Chatzidoulis gallery 
3. Events hall 
4. Prison’s hall 
• Construction work information 
• Sakaflias / the imprisonment 
• Installation of a cell 
• Composers from Trikala 
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5. Installation of artist Stergios Stamos 
Promotion Channels 
      As we said before, Tsitsanis museum includes, in addition to the exhibition space, 
various activities. In order to promote both the museum and the events that take place 
at it they use different type of promotion channels in order to catch audience’s 





• Local Newspaper (Sometimes) 
       The website and Facebook page are constantly updated with events, articles, and 
news about the museum. Also they are updated with pictures and videos of Vasilios 
Tsitsanis. But the Instagram Page has been left on the sidelines. The main problem 
here is that people who are not familiar with the use of Web and social media are not 
able to get informed from the network. Another thing is that the people in charge of 
the Social Media do not create ads in order to promote the events that take place at 
the museum. This led many people not to be informed about some events, even 
though the follow the page on social media. Also a big problem is that the flyer with 
the event schedule can only be found in certain municipal buildings. e.g. town hall, 
prefecture.  Non-distribution of brochures in public places makes information about 
events impossible.  
 
Image 6a: Website page of Tsitsanis museum (Source: mouseiotsitsani.gr) 
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Image 6b: Website page of Tsitsanis museum (Source: mouseiotsitsani.gr) 
 
       The museum also uses other promotion channels for the visitors to get informed 
about the museum such as Google ratings and TripAdvisor. When someone searches 
for activities and things to see at Trikala on Google, Tsitsanis Museum comes second to 
the user’s preference. But the museum’s website does not appear at the first page of 
research. The potential audience the company targets at, is already searching on 
Google for things to do and see, this is why we have to make the website appear on 
the first results that they see in the search results. This can be accomplished with the 
help of SEO.  
       A very important part for promotions is the cooperation with tourist agencies from 
other cities. In this way people from other cities will get informed about the museum 
and will have a chance to visit it with groups accompanied by a guide who will explain 
everything to them. The Tsitsanis Museum seeks to become the main cultural 
institution of the city of Trikala. It seeks to become the main cultural institution of the 
city. For this reason, both for the promotion of the museum and for the strengthening 
of its work, it supports cultural events that take place under the auspices of the 
Municipality of Trikala and the Tsitsani Museum.  
Ratings & Feedback 
       Ratings and feedback is a great way for the museum to have acknowledgment 
about the visitor’s opinion and experience from their visit to the museum. In this way 
they can get an idea of what visitors think about the museum and how they could 
improve any problems that may arise. The main and most important feedback they get 
is from tourist agencies that they cooperate with. Usually visitors from groups, on their 
way back home, discuss with each other about their experiences. The most important 
is that they comment about the negative things which are not confident to express 
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while they are at the museum. The tourist agents collect those information and bring it 
back to the museum’s manager. 




The visitors leave their comments mostly on Google ratings, with 4,7 / 5 Stars. 
TripAdvisor has only twenty ratings and the museum is in the ninth position of the top 
10 of local activities. Also its Facebook page has only 36 ratings and 5/5 stars. This 
means that the visitors must be motivated in order to leave ratings and comments 
there.  
Stakeholder Map 
       A stakeholder map is a visual representation of the various groups involved with 
the museum service. By representing all the stakeholders, such as staff, customers, 
partner organizations and other in this way, the relationship and interplay between 
these groups can be charted and analyzed (Stickdorn et al., 2011). At the stakeholder 
map bellow we have identified both external and internal stakeholders in order to 
establish their relative importance.  
 
Image 7: Stakeholder Map 
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Shadowing 
       Shadowing includes the immerse of researchers in the lives of the service’s users, 
the staff at the front-line, or individuals on the backstage so to observe their behavior 
and experiences. Shadowing permits analysts to recognize the moments at which 
issues happen. With the observation of such moments at first-hand, they are able to 
document problems that the staff or users involved may not perceive thusly. Investing 
energy inside the service environment is often the only way to develop a truly holistic 
view of how the service is operating, as it provides a comprehension of the continuous 
communications that occur between the different gatherings and touchpoints 
included. Shadowing is a valuable method for recognizing those moments where users 
or employees may state a certain thing, but then do another. (Stickdorn et al., 2011) 
Shadowing is additionally a valuable method for recognizing those minutes where 
individuals may state a certain something, but then do another. 
       In the context of this dissertation, shadowing is a very important tool in order to 
understand Tsitsanis museum visitor’s behavior and needs and also identify the pain 
points of the service’s staff. In order to accomplish that I was able to participate as a 
visitor on my own at the museum and I managed to observe and record user and 
staff’s actions. Also I timed the time they spent in every room and touchpoint. In order 
to record all possible user cases I took into account two different cases: visitors who 
had a tour guide, and those who didn’t. Unfortunately due to covid-19 there were no 
groups of tourists or student to study. 
With a tour guide 
• The sample of the visitors were locals, tourists, artists 
• While entering the area of the museum, the visitors knew exactly where to go 
because they were following the tour guide.  
• They spent approximately 30-40 minutes at the “historical line” while the tour 
guide was narrating the history of Tsitsani’s life.  
• While the tour guide was speaking at the same time the visitors were reading 
the labels at the story line. 
• The visitors were standing throughout the narrating and you could notice that 
they felt tired after 10 minutes of standing.  
• After 15 minutes their attention began to be distracted and they were looking 
around the room. 
• At the last 10 minutes the visitors were having a conversation with the tour 
guide and they were asking questions about Tsitsanis life. They were really 
enjoying the friendly atmosphere and the guide was telling them Tsitsani’s 
personal funny stories that were not at the story line. 
• After the narrating the tour guide leaves and the visitors are free to explore the 
rest of the museum.  
• The visitors took pictures next to Tsitsani’s mpouzouki. 
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• They spent 5 minutes to look around to the rest of the room. They didn’t read 
analytically the rest of the boards and information but they passed them. 
• There were two major problems that have been identified. Firstly, while 
narrating a group of visitors, if another group enters the room, they won’t hear 
the whole story. Secondly, the guide can only tour in Greek. There was a case 
with visitors from another country that were not able to understand the tour. 
• Next they went to the second discography room where they spent 
approximately 3-5 minutes.  
• They were not able to read all this information and they were walking around 
the room just looking without reading. 
• Most of the visitors were singing along with the songs that were heard from the 
jukebox. 
• Some of them interacted with the juke box must the majority had to be 
motivated to use it. In fact, there was a small sample of users that didn’t know 
how to use it. 
• During the visit some of the visitors wanted to visit the bathroom but it was in 
another building. 
• Some of them were thirsty but there was no water provided for the visitors. 
• 40% of the visitors didn’t want to go to the third room because they were 
feeling tired and those who did spent approximately 3-5 minutes at that room 
without reading all the information on the boards.  
• None of them interacted with the prison’s phone booth. 
• When leaving, some of the visitors take with them flyers for the city that are 
provided at the museum. 
• Very few visitors paid attention to the lighting sculpture with Tsitsanis songs 
and those who did took pictures next to it. 
• Outside the museum the visitors took photos at the mosaic of Tsitsanis that is 
created at the wall of the building next door. 
• After speaking with them, the majority of the visitors enjoyed the narrating and 
felt like they learned a lot about Tsitsani’s life but they wanted to see more of 
his personal objects and felt that something was missing. Also they felt unable 
to read all those written information on the boards. 
• Some of the visitors found it difficult to reach the bathroom. 
 
Without a tour guide 
• The sample of the visitors were locals, tourists, artists, students 
• While entering the museum the visitors didn’t know where to begin from. 
• The employee at the entrance showed them where to begin from but she had a 
very bad mood every time.  
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• When the visitors were asking questions she was not able to answer. She didn’t 
even know the mail of the museum. 
• After entering the first room with the story line the visitors were spending 3 
minutes to read the story line and 2 minutes to walk around the rest of the 
room.  
• The majority of the visitors were couples and, most of the times, one of them 
was reading carefully the information on the boards and the other one was just 
looking around without paying real attention or reading.  
• Then they were entering the discography room where they spent 3-5 minutes.  
• They were singing along with the songs that the juke box was playing. 
• Only one to ten visitors were reading the information on the boards.  
• None of them was interacting with the juke box. They had to be motivated or 
see someone else doing it. 
• Last, they visited the third room, the “Prison’s hall”, and they spent 3-5 
minutes. 
• They were all very interested about the story of Sakaflias. 
• None of them interacted with the prison’s phone booth. 
• When leaving they took flyers about the city that are provided by the museum. 
• None of them interacted with the lighting sculpture. 
• After speaking with them, the majority felt unable to read all the information 
and wanted to see Tsitsani’s personal objects. Also they wanted to find a gift 
shop to buy souvenirs. 
• They said they wanted someone to ask questions in order to understand better 
but they didn’t have any. 
• When they were asked how they found out about the museum, the most 
common answers were: internet, hotel, asked locals. 
 




D: Juke Boxes 
E: Posters, photos, scraps, discs 
F: Lighting Statue 
G: Prison phone booth 
H: Table with flyers 
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Image 8a: Visitor’s route with a tourguide 
 
 
Image 8b: Visitor’s route without a tourguide 
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Questionnaires 
       In the context of the research, we have given the visitors questionnaires to 
complete anonymously in order to identify what they think of the service and what we 
could improve. The questionnaire structure was based on “the East of England Museum 
Hub, February 2008, Evaluation toolkit for museum practitioners”. The answers are: 
• Age: 26,3% 31-40, 21% 41-50, 31,6% 51-60 years old 
• 55,5% Female 
• 44,7% visit museums quite often 
• 65,8% had never visited the museum before 
• 86% knew about the museum before visiting 
• 36% knew from friend / relative and 29% from the internet 
• 31,6% visited for personal fulfilment, 21% for entertainment and 29% to see 
the exhibition 
• 52% spent 20-30 min at the museum 
• 60,5% said that it was very easy to understand and read the labels but there 
was a small amount that found it difficult. 
• The majority liked the exhibition very much and enjoyed their visit. 
• Most of the visitors felt that they learned a lot about Trikala, Tsitsanis and 
rempetiko but there was a small amount that felt like they hadn’t learned 
anything. 
• The majority said that they would visit again for sure. 
• 65,8% used the technology (touchscreens) at the museum. 
• The majority does not visit the museum’s Social media and website. 
• Everyone said that it was very easy to find the museum and it was very easy to 
find parking. 
• 85% was very satisfied by the tourguide and would definitely recommend 
others to visit the museum. 
• Most of the visitors would definitely buy souvenirs from the museum and that 
they would like to have a flyer/leaflet from the museum. 
• Unfortunately no one made a tour reservation. 
• Everyone said that the museum was very clean. 
• Everyone said that the tour guide was very well informed. 
• The majority said that the tourguide and the content of the exhibition reached 
their expectations but there was a small amount that wanted to see more. 
• 88,9% said that the main reason for visiting was to learn more about Tsitsanis. 
• 80% said that music would enhance their experience and 10% said not. 
• 65,8% said that cell audio tour would enhance their experience and 18,5% said 
not. 
• 51,3% said that QR codes would enhance their experience and 24,3% said not. 
  -32- 
• 80% said that video installation would enhance their experience and 11% said 
not. 
• 70% said that touch screens would enhance their experience and 13,5% said 
not. 
• 44,7% would spend 5-10€ for souvenirs at the museum and 36,8% more than 
10€ 
Customer Journey Mapping 
       A customer journey map gives a distinctive yet organized perception of a service 
user’s experience. Touchpoints are used, where users interact with the service in order 
to develop a “journey” – a drawing in story dependent based on their experience. 
Through a profoundly open way, this tool subtleties user’s service interactions and 
going with feelings (Stickdorn et al., 2011).  
After identifying the pain points from the research the next step is to visualize 
customer’s journey according to Qin’s (2014) methodology. Image.9 bellow, represents 
the user’s journey at the “Tsitsanis Museum”, from the moment of the creation of the 
need to visit the museum until the user leaves the museum and all the actions that 
come afterwards. We can see the journey not only to see the museum exhibition but 




Image 9: Customer Journey mapping 
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       The journey has been devided into three categories: planning trip to the museum, 
navigating the museum, and feedback & recomendations. In every category we can 
see the actions that the user does and the touchpoints that he/she interacts with (e.g. 
computer, smartphone, touchscreens, social media). Throughout the journey we have 
identified the thoughts and feelings that the user has, especially in pain points in order 
to seek for solutions. At the bottom of the Journey Map the painpoints and 
opportunities have been categorized in order to identify the problems and find 
solutions. These are: 
Painpoints 
• Not enough information provided at the begining experience 
• Not enough ineractive experiences 
• Visitors do not interact with the juke box 
• No audio guides available 
• Not enough exhibits 
• Too much written information  
• Easy to miss informations 
• In cases with no tourguide visitors don’t pay attention and get bored 
• Text on information too small, difficult to take in all the information 
• Unclear event dates / visitors do not get informed through social media, 
website or flyer 
• When having a tour guide visitors get tired of standing still  
• Unfriendly employees at the museum 
• In case with no tour guide, employees are not informed to help visitors with 
questions 
• No seats available at the event 
Opportunities 
• Clearer navigation system 
• Audio guides 
• Interactive information guides 
• Introduction video 
• Interactive quizzes  
• Interactive learning games 
• Gift shop 
• Flyers about the museum 
• Programme flyer for the museum events in Trikala city hot spots and at the 
museum 
• Bigger advertisment through social media especially for the events 
• Information boards (rolling light board) at Trikala city hot spots that show 
museum events 
• Audio storytelling / QR codes 
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• Interactive music stage   
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Define 
After gathering all the information needed from the Discover phase, the next step is 
the Develop phase according to the Service Design Triangle. In this chapter we will 
analyze the museum’s target audience in order to design solutions through 
brainstorming and create the Design brief that will lead us to the final service design 
solutions. 
User Personas 
       A User Persona represents a character that epitomizes user research in an 
adequately unmistakable and sensible structure. It joins stacks of information about 
relative people that make a singular character that speaks to a group of individuals. 
Personas are commonly made as a set, exhibiting different sorts of users with different 
necessities. They are also a useful guide in the Develop phase and assist keep with 
increasing fixation and pass on an impetus to users.  
       The exhibition of “Tsitsanis museum” is created for a wide audience. The goal is to 
reach many different groups of visitors. After consulting with the museum manager, 
the museum audience was categorized into six categories: Local population, Student 
groups, individual visitors, visitors who combine visits, people with special interests, 
and people who have met Tsitsanis. After analyzing the information collected from the 
“Shadowing” and the discussion with the visitors, the following personas were created 
based on their characteristics and what the persona could actually be. 
 
• Local population 
The local population is a given public as a large percentage of the inhabitants of the 
city of Trikala. The traffic of the place is based on the constant participation of the 
local community and consequently the perfection of the planning. The overall 
utilization of the space must be perfect in order for the positive image to be 
projected by the residents of the area to the general public.  
 
• Student groups 
The organized visits of students in the context of school trips or on the occasion of 
conducting educational programs is the most common group of audience in the 
exhibition spaces. Minors are a special group of people, as they tend to lose 
interest and attention easily. In addition, these are people who have not had 
experiences since the time of Tsitsanis' activity, so they are invited to meet him 
through his work and the presentation of his personality in the museum.  
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Image 10: Persona for a local visitor 
 
 
Image 11: Persona for student visitor 
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• Individual visitors 
Small but not insignificant is the portion of visitors who will be in the area as 
individual visitors and not as members of larger groups, without being people with 
special scientific interest. This is a special audience as the visit to the museum will 
be their clear choice, it is probably a priority in the program of their excursions and 
therefore their judgment will be strict.  
 
Image 12: Persona for an individual visitor 
 
• Combined visits 
The area has a number of destinations with a wide range of historical, pilgrimage 
and recreational interests, starting from the events that have been established in 
recent years during Christmas at the "Mylos ton Xotikon" and which tend to be an 
institution in the area and attract population. Consequently, the “Tsitsanis 
Museum” is easily integrated into a tourist route, either of an urban character or of 
a supra-local scope. Tsitsanis is directly connected to the city of Trikala and its 
museum will be a main destination for combined visits and tourist excursions. 
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Image 13: Persona for a visitor that combines visits 
 
• People with special interests 
These are people who will visit the exhibition either because of their professional 
or amateur involvement with music, or because of their personal involvement with 
the personality of Tsitsanis and the wider field of folk music. In both cases, whether 
they are people with a scientific background or people with an amateur 
background, they are interested in visiting a place that concerns their subject. This 
audience is interested in the general feel of the exhibition, the way of presenting 
widely known, unknown and sometimes controversial events and the performance 
of more specialized topics.  
 
• People who met Tsitsanis 
Tsitsanis is a popular creator who passed away 34 years ago, leaving a family and 
many people who met and socialized with him. Many of them are alive and would 
be particularly interested in visiting the museum dedicated to Vassilis Tsitsanis. 
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       Due to the fact that the new museological study is completed and the museum is 
under construction for the new exhibition. The new exhibition that is about to be 
completed in the next months will contain audio visual technology, touchscreens, cell 
audio tour and music. Moreover a gift shop is about to open inside the museum for the 
visitors to purchase souvenirs of the museum. This is why the focus on the new design 
will be on the communication part of the service for the best user experience. After 
completing the “Discover” phase, the problematic space, when it comes to user 
communication, has been identified and this is: 
• Not enough information provided at the begining experience 
• Unclear event dates  
• Visitors do not get informed through social media, website or flyer 
• Too many steps to book a tour 
• When having a tour guide visitors get tired of standing still  
• Unfriendly employees at the museum 
• In case with no tour guide, employees are not informed to help visitors with 
questions 
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• The guide is not able to tour in english. 
Also the museum does not have enough income to hire proper employees that can be 
trained to tour visitors around the museum. At this moment the museum’s survival is 
based on the Municiplaty of Trikala and donations.  
       While consulting with the museum’s managment there were a lot of ideas thet 
were droped on the table and we discussed about the way the museum will upgrade 
when it comes to the user experience. After many discussions and ideas we managed 
to identify some good solutions that will help the museum raise awareness and 
become a culture institution for everyone to visit. 
Design Brief 
       The definition of the test or issue to be tended through a service is called a Design 
Brief. Demonstrations, imperatives, monetary plans and timetables are sketched out 
and clarified. It passes on task results, perceives possible dangers and highlights how 
these will be directed.  
When it comes to service design improvements the brief is: 
1. The goals that we aim to achieve are: 
• Raise profit for the museum. 
• Raise museum’s interaction with users. 
• Raise museum’s popularity. 
• Collaboration with local services (e.g. hotels, restaurants, institutions). 
• Easiest way of booking 
2. Key message 
• Tsitsanis Museum is a cultural institution that aims to present the life 
and work of the great musician Vasilis Tsitsanis.  
3. Look & Feel 
• The museum will be upgraded as a high quality service that take visitor 
into concideration. It is already a must visit destination for visitors and it 
will also become a place of culture for the locals. The goal is the visitors 
will very easily be able to book tours and also attend events through 
upgraded channels. 
4. Deliverables required 
• Flyers of the museum while entering the museum. 
• Flyers of event programme at hotels, coffee shops, restaurants, and city 
hot spots. 
• Automatic tabloids of event posters at city hot spots. 
• Social media managment. 
• Paid ads at social media for museum events.  
• Online calendar for tour & event booking at the website. 
• Recording room and event hall rent. 
  -41- 
• Donation box at the museum. 
• A tour guide, well trained and informed. 
5. The budget that has to be allocated will be  
• For the flyer design cost 
• For the automatic tabloid 
• For the website update 
• Paid ads 
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Develop 
This chapter contains the Develop phase. After identifying the problematic space and 
suggested design resolutions, the next step is to optimize the service with those new 
suggestions. In this chapter we will see the new Service Blueprint and Business Model 
Canvas. Unfortunatelly, due to COVID – 19 and because the museum is under 
renovation, we were unable to test the new design ideas. 
Service Blueprint 
       A Service Blueprint is a visual dipiction that speaks to in detail the hole service over 
the long haul – demonstrating the user’s journey, the touchpoints and channels, along 
with the backstage portions of a service that really make it work.  A Service Blueprint 
helps everyone related with conveying the service comprehend their work and 
assurance the user has the experience wanted. Service blueprints give a company a 
thorough comprehension of its service and the hidden assets and processes, either 
seen by the user or not. The focus on this bigger understanding gives vital advantages 
to the business. Blueprints are great tools in the form of maps that assist services find 
their weaknesses. Service blueprints take diverse visual structures, some more realistic 
than others. Notwithstanding visual structure and scope, every service blueprint 
involves some key components: 
• Physical evidence 
The touchpoints (objects, employees etc.) that the users come in contact with. 
• Customer actions 
The actions that the users do throughout the experience 
• Frontstage or visible employee actions 
What users see and the people they interact with.  
• Backstage or invisible contact employee actions 
Any remaining worker activities, arrangements, or duties that the user doesn’t see yet 
that make the service conceivable. 
• Support processes 
Inward / extra activities that help the employees offering the service.  
 
       Image 15. represents a service blueprint for Tsitsanis museum for the case of 
museum visit. It pulls ideas and touchpoints being developed together into a bound 
together structure and gives an all encompassing perspective on the all assistance 
components. It shows the physical evidence (touchpoint and channels) that the user 
comes in touch with and all the user’s actions. Also the Frontstage and backstage of 
the service is represented. In this way we can see the actions that are to be done so 
that the user could have a proper experience. At the end, the external services that 
take place throughout the service are represented in detail.  
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Image 15: Service blueprint for museum visit 
 
Image 16. shows a Service Blueprint for museum Tsitsanis when it comes to events 
that take plase at the museum.  
 
Image 16: Service blueprint for museum event 
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Business model canvas 
      In order to describe and develop a business model we use The Business Model 
Canvas that is a visual tool that can be applied to both new and existing services. This 
model was created by Alex Osterwalder and advocated in his book “Business Model 
Generation”. It gives a significant reference to execution by helping translate service 
concepts into business processes. The yield is a visual depiction of the entire strategy 
of action with the sum of the key structure blocks addressed. The final canvas gives an 
advanced arrangement for a business, including its customers connected with, inward 
operational and money related segments. 
       Image 17. represents the Business Model Canvas of Tsitsanis Museum after the 
adaption of the new exhibition and service solutions.  It contains: the key partners, Key 
resources, Value propositions, Channels, Customer segments, Key Activities, Customer 
relationship, Cost structure, and Revenue streams. 
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Deliver 
The last chapter contains the Deliver phase. In this chapter some scenarios are 
represented to show the new design proposals and the potential future user in action 
through storyboards. 
Scenarios 
       In order to optimize future situations and services we use Design scenarios in the 
form of stories.  By making a solid tale about a potential future, or set of prospects, 
Design Scenarios help us to make a common understanding and empower significant 
discussion.  While Scenarios are utilized as a device across technique and management 
disciplines, inside service design they are generally used as communications tools and 
emphasise narrative and storytelling. Four different scenarios were used in order to 
show the new service design solutions and how the users interact with the touchpoints 
added. The scenarios are for the users: teacher, local, and tourist. The scenarios are 
presented with the help of storyboards in order to combine the story with image. 
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Image 19: Storyboard for local and free entrance event 
 
 
Image 19: Storyboard for local and event with booking 
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Image 20a: Storyboard for tourist 
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Conclusions 
       The user experience is a very important factor in the design process. More and 
more services are adopting the service design thinking in order to enhance the 
experience. Museums are in a moderate transition as for now and the development of 
the internet has challenged their transition. This is why museums have turned to 
service design so to encourage experiences that fulfill the visitors. When it is applied at 
museums, it gives the opportunity to combine the audience with exhibition design and 
customer service in order to increase the user experience. This dissertation is the 
application of service design into Tsitsanis Museum in order to investigate museum 
visiting. The method followed was the "Double Diamond" model, developed by the 
Design Council. This "diamond" divides service design into four distinct phases: 
Discover, Define, Develop and Deliver. The Discover phase includes the "investigation" 
that utilizes both qualitative and quantitative exploration techniques. The tools used 
here are: User Journey Mapping, User Diaries, Safari Service, User Shadowing. At the 
Define phase the arrangement of ideas and conclusions are investigated and organized 
in a restricted setting of expressed issues. The tools used at this phase are: User 
Personas, Brainstorming, Design Brief. The Development stage gets the principal 
Design Brief and through an iterative turn of events and testing measure, improves the 
tasks for the item or administration until they are prepared for execution. The tools 
used at this phase are: Blueprinting Service, Prototyping experience, Business Model 
Canvas. At the final stage the end result or service is concluded and dispatched. In the 
Delivery stage, the item or service has begun and is starting to address the 
requirements recognized in the Discover stage. The tools used are: Scenarios.  
       In this paper, we investigated the experience both offline and online. We focused 
on the visitor pain points in order to identify the impression of the museum and how it 
influences the experience. The main questions the dissertation is trying to answer are: 
What are the key experiences of visitors that will benefit Tsitsanis museum? What are 
visitors’ very own thoughts and values accomplished in museum service experience? 
How can we increase visitation? We managed to complete a very rich research with 
the help of service design tools. After research, the painpoints found were mainly on 
the communication between the museum and the visitor, both online and offline. It 
appears that it is a big challenge for the museum to maintain a proper communication 
and advertisement for the visitors. We identified the goals that we aim to achieve, the 
key message and the feel that the museum wants to pass o the visitors, and the ways 
that we can deliver these goals. By applying service design we managed to build a 
proper museum service system that will help the visitors get informed not only about 
the museum exhibition but also the events that take place there. This service system 
will not only help the visitors have a proper museum experience, but also provide the 
museum with organization and fame increase. Some of the ideas were the creation of 
an online calendar and the installation of event billboard in central points of Trikala 
city. 
      There have been not many service design cases applied in museums, but those who 
did have proven that it is a much promised tool that provide the museum service with 
the provisions needed to enhance the museum experience. This dissertation is a case 
study that shows how service design applies on museum cases in order to increase 
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customer experience and can provide other designers with important information 
needed for similar case studies. We did the investigation and endeavour, to examine 
on the application of service design to stimulate more benefits to the advantage of 
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Male    Female 
 
3. How often do you visit museums? 
Very often Often Sometimes Rarely Never 
     
 
4. How many times have you previously visited Tsitsanis Museum?  
None 1-5 More than 5 
   
 
5. Did you know about Tsitsanis Museum before visiting? 
Yes    No    (if yes go to question 7) 
 
6. How did you hear about Tsitsanis museum? 
• Social Media 
• Web 
• Tripadvisor 
• Friend / relative 
• Other 
7. What motivated you to visit the museum? 
• See the exhibition 
• Attend a particular program 
• Conduct research/school assignment 
• Personal fulfillment 
• Entertainment 
• Spend time with friends / family 
• Other 
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8. Approximately how long have you spent in the gallery?  
Passing 
through 
10 -15 minutes 20-30 minutes 40-50 minutes More 
     
 
9. How easy was it to understand the panels and labels with the objects? 
Very easy Quiet easy Neutral Quite Difficult Very difficult 
     
 
10. Are you aware of any publications linked to this museum? 
Yes    No 
Tell us how much you agree Strongly 
Agree 
Agree Unsure Disagree Strongly 
Disagree 
Did you enjoy your visit to the 
museum? 
5 4 3 2 1 
Did you learn something new about 
Tsitsanis? 
5 4 3 2 1 
Did you learn anything new about 
Trikala? 
5 4 3 2 1 
Did you learn anything new about 
culture? 
5 4 3 2 1 
I plan to visit Tsitsanis museum again 
this year 
5 4 3 2 1 
Did you use any technology 
throughout the museum? 
5 4 3 2 1 
Do you get informed about the 
museum through social media / 
website? 
5 4 3 2 1 
Was it easy to find the museum? 5 4 3 2 1 
Was it easy to find parking? 5 4 3 2 1 
Did the content of the museum satisfy 
your expectations? 
5 4 3 2 1 
Did the tour guide satisfy your 
expectations? 
5 4 3 2 1 
Would you recommend someone to 
visit the museum? 
5 4 3 2 1 
Would you buy a souvenir from 
Tsitsanis museum? 
5 4 3 2 1 
Do you think a museum leaflet would 
be useful? 
5 4 3 2 1 
Was it easy to make a visit 
reservation? 
5 4 3 2 1 
The Museum staff is professional, well 
informed, and pleasant.  
5 4 3 2 1 
The Museum is clean and the exhibits 
are in good condition. 
5 4 3 2 1 
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11. Of the following which best describes your visit to the museum, generally? 
• To stimulate my own creativity 
• To learn about Tsitsanis and improve my knowledge and understanding 
• To satisfy a personal/academic/professional interest  
• To spend time with people 
• Other 


















14. Do you believe that the following would enhance your experience? 
 Strongly 
Agree 
Agree Unsure Disagree Strongly 
Disagree 
Music 5 4 3 2 1 
Cell audio – tour 5 4 3 2 1 
QR codes 5 4 3 2 1 
Video Installation 5 4 3 2 1 
Touchscreens 5 4 3 2 1 
 
15. If there is anything you would change, please leave your comments. 
 
 
